ABSTRACT The influence of social classes on the consumption behavior of their members cannot be underestimated. Based on a quantitative approach, this study examined the link between social class categories and brand-name loyalty, regarding the wearing apparel in Jordan. Using a simple random procedure, a sample of 1000 households of the capital of Jordan (Amman) was selected for this study. The results suggested that high and upper-middle social class members are loyal to certain brand-names. Lower-middle and low social class members are not loyal to certain brandnames. Jordanian manufacturers of the wearing apparel could make good use of the concepts of social class and brand-name loyalty. This could be reached through promoting an information environment where the psychological influence and the social prestige of the product is promoted.
Introduction
Markets are heterogeneous, they are made of individuals with different product needs and expectations. Even, members of the same family may have different needs and desires. The market variation in needs and desires has led marketers to divide markets into segments, in an attempt to reach individuals who have similar needs and wants. Dividing a whole market into smaller markets consisting of individuals with approximately similar product needs is called market segmentation.
The purpose of segmenting a market is to design a marketing mix that matches the desires of the selected segment. A market segment "is a group of individuals, groups, or organizations who share one or more similar characteristics that cause them to have relatively similar product needs" (Pride and Ferrel, 2000, P. 168 ).
There are different ways of segmenting a market. It can be segmented based on demographic factors, geographic factors, psychographic factors and behavioral factors. Social class is related to demographic factors and since the focus of this study is to find out if there is any link between the different social class categories and brand-name loyalty in Jordan, the following literature review will, mainly, cover this issue.
Social Class Categories and Consumer Behavior
Within every society, individuals rank others into higher, middle and lower social positions of respect. "A social class is an open group of individuals who have similar social rank. A class is referred to as "open" because people can move into and out of it. The criteria used to group people into classes vary from one society to another," (Pride and Ferrel, 2000, P. 210) .
Most writers and researchers (e.g., Richard Coleman 1983, p. 267; Tim Triplett, 1994 pp. 1-11; James E., Roger D., 1995, p. 4) have reported that, consumers with similar social classes develop similar patterns of behavior. Social class influences many aspects of our lives. For example, it affects our chances of having children and their chances of surviving infancy. It influences our occupation, religion, childhood training, and educational attainment. Because social class affects so many aspects of a person's life, it also influences buying decisions.
In the complicated world of business, marketers have relied on various ways of the concept of social class in studying consumers' behavior and market segmentation. The social class approach, in studying consumers, has added valuable details to other consumer behavior concepts. For example, in their study on "Intermarket patronage: A psychographic study of consumer outshoppers", concluded a high social class profile of buying behavior. Reynolds and Darden (1972, pp. 50-54) wrote:
"When compared to the infrequent out-shopper, tend to be better educated, has a higher income level, ..., prefers to shop in the evening, is a more frequent buyer by maiL…. Frequent out-shoppers, as defined here, tend to be very active and urban-oriented, yet neither time-conscious nor loyal to any particular store. Furthermore, they express an over all dissatisfaction with local shopping conditions and a strong preference for larger urban shopping areas. Out-shopping behavior was found not to be product specific, but applicable to many types of merchandise".
Other studies, (e.g., Pierre and Ritchie 1980, p. 139; Gary Jerry 1982, p. 14; Richard Coleman 1983, p. 267; Henry Assael 1987, p. 364; Stowe Shoemaker, 1994, p. 20; Basil and Michael, 1995, p. 13; Ian MacMillan and Rita MacGrath, 1997, p. 134) reported similar results and provided the descriptions of consumer activities and their linkage to individual's social class.
Social class and brand loyalty
Previous research, (e.g., Bruce and Dommermuth 1968, p. 6; Fry and Stiller 1970, p. 335; Richard Coleman 1983, p. 267; Anderson and Ratchford 1987, p. 190; Henry Assael 1987, p. 364) reported a positive link between consumer's social class and brand loyalty. For example, Richard Coleman reported a positive relationship between upper social classes and the number of stores visited in search of a brand. He, also, found more frequent shopping behavior in the upper social classes.
The emphasis of previous research was on explaining why consumers choose a particular product and on describing the social class characteristics of the buyer. Some researchers have concluded that high social class consumers lead an active, urban existence and out-of-home activities as leadership of clubs or societies. These activities may require the concerned consumer to be associated with certain brands of products. Social scientists have endorsed social class membership as a determinant of consumption behavior. The phenomena on that consumers' behavior is largely affected by a frame of influences produced by members of the social class to which they belong is long-accepted (Aaker D. and Keller K., 1990, p. 30; Sherry J. 1990, p. 15; Aaker D. 1991, p. 60; Mehta R. and Russel B. 1991, p. 402; Macklin C. 1996, p. 257) .
In addition to examining the existence of social class influences within identifiable groups, there have been a number of consumer studies into specific aspects of social class influence on brand loyalty. Richard Coleman (1983, p. 267) reported that consumers use evaluations of their social class members to choose a brand. This is true, especially, when consumers hold favourable attitudes toward members or activities of that social class. The concept of social class and brand choice was also studied by others (e.g., Bruce and Dommermuth 1968, p. 5; Olsen B. 1996, p. 270; Douglas H. 1997, p. 341; Alex C. 1997, p. 307) and reported that cohesiveness of social class members influences brand choice of each other.
This concept has been used by advertisers in their efforts to persuade consumers to purchase products and brands. The portraying of products as being consumed in socially pleasant situations, the use of prominent/attractive people endorsing products, and the use of obvious social class members as spokespersons in advertisements, are all evidence that marketers and advertisers make substantial use of potential social class influence on consumer behavior in the advertising campaign of their promotional mix strategy (Leon Schiffman and Leslie Kanuk, 1997, p. 32) . The symbolic importance of the product and the structure of social class members affect the level of influence on consumers' brand choice.
It can be concluded that social class members can have a major influence on the purchase of conspicuous goods and services. A brand is conspicuous to the extent that it can be seen and identified by others.
Although education, job and income are considered as the main factors in determining a person's social class, other researchers (e.g., Joseph Plummer 1974, p. 34; Leon Schiffman and Leslie Kanuk 1997, p. 48; Pride and Ferrel 2000, pp. 210) have stressed the importance of including other social activities of the person. Therefore, the following variables are used in this study to determine a person's social class category in Jordan:
Objective of the study
The main objective of this research was to evaluate the influence of consumer's social class category on brand-name loyalty, regarding the wearing apparel. This objective was reached through: a) Developing a method of identifying respondents' social class categories. b) Examining the influence of consumers' social class categories on brand name loyalty.
Study Hypotheses
Based on the literature review and the researcher 's familiarity with the Jordanian society, the following hypotheses were formulated: Developing study constructs was one of the main concerns of this research. In doing so, the researcher borrowed heavily from the literature (e.g., Bruce and Dommermuth 1968, pp. 1-7; Fry J. and Siller F. 1970, pp. 333-337; Joseph Plummer 1974, p. 34; Richard Colman 1983, p. 267; Stowe Shoemaker, 1994, pp. 8-21; George Moschis, 1996, pp. 44-50; Ian MacMillan and Rita McGrath, 1997, pp. 133-145; Pride and Ferrel 2000, pp. 193-213) . This was done to ensure content validity and reliability of all constructs. In addition, reliability analysis was also conducted and the results were encouraging (Alpha values >.65 suggested by Nunnally J., 1978, pp. 52-67) .
The English version of the questionnaire was translated into Arabic and, this version was subject to a pilot test study on a small convenience sample of 100 households. This was done to avoid ambiguity, complexity and to be as accurate as possible.
Data Collection
Data was collected from Amman and the surrounding suburbs and with regard to the wearing apparel. The wearing apparel was selected as it is always considered by Jordanian consumers as specialty products and, therefore, social classes could have an influence on brand-names. The questionnaire carried a statement which says "wherever appropriate, please, answer the following questions with regard to the wearing apparel". Amman was chosen as an area of study as it has a cross-section of Jordanians, representing all social categories. According to Jordans' Statistical Yearbook No. 47 of September 1997 (the latest), Amman had a population of 1.696.300 and, therefore, a sample of 1000 households was selected from the files of the Water Authority, using a simple random procedure. Taking into account the size of the population of Amman and the nature and the type of this study, this sample size was thought to be adequate see, for example, Tull and Hawkins, 1987, p. 397) . After that, 1000 questionnaires, with mainly 5-point Likert-type scales, were hand delivered. In doing so, the researcher received the help of seven assistants, all of them are management graduates (B.Sc. holders). Moreover, the researcher also explained the objective and importance of this study to his assistants.
Of the 1000 distributed questionnaires, 960 were returned. 116 of the returned questionnaires were either hardly answered or not answered at all. This left the researcher with 844 usable questionnaires, which were used in the statistical analysis. The method used in delivering and collecting the questionnaire gave a response rate of 84.4%.
Analysis and discussion:
As mentioned under the section "objective of the study", the main concern of the researcher was to find a method that can be used in identifying Jordanians' social class categories and then, to examine the influence of these categories on consumers' brandname loyalty.
Identifying respondents according to their social class categories:
Table (1) shows the frequencies and the mean values of respondents' answers to the statements Qla, Qlb, ..., Qlk. These statements adopted from a study conducted by Joseph Plummer (1974, p.34) and are going to be used to identify respondents' social class categories.
For the purpose of identifying respondents' social class categories, it could be argued that, respondents who score very highly on the eleven characteristics (i.e., Qla, Qlb, ..., Q1K) are more likely to be of high social class than low social class and viceversa. The rest of the sample could be classified as upper-middle and lower-middle social classes.
To isolate from the sample those who scored very highly on the eleven variables and those who scored very low, the aggregate score was taken by a simple mathematical procedure (i.e., Qla + Qlb +...+ Q1K). If the distribution of the sample on the aggregate score is normal, then high social class respondents could be classified as those scoring > the mean value + standard deviation, and low social class respondents as those scoring < the mean value -standard deviation. For those who scored > M but < M+ could be classified as upper-middle social class. For those who scored < M but > M-could be classified as lower-middle social class. The distribution of the sample on the aggregate score was approximately normal, as the sample skewness and the kurtosis were small (-.04 and -.64 consequently). Therefore, high, upper-middle, lower-middle and low social class respondents were classified on the basis of the following conditions: a. When the score for some respondents on the aggregate of ( Q1a + Q1b + ... + Q1K) > M + σ, then those respondents could be classified as high social class.
b. When the score for some respondents > M but < M + σ on the aggregate of Q1a + Q1b + ... + Q1k), then those respondents could be classified as upper-middle social class.
c. When the score for some respondents on the aggregate of (Q1a + Q1b +…+ Q1k) < M -σ, then those respondents could be classified as low social class.
d. When the score for other respondents < M but > M -σ on the aggregate of (Qla + Qlb + ... + Qlk), then those respondents could be considered as lower-middle social class.
Based on the analysis, Table ( 2) shows the number of respondents who were classified as high social class, upper-middle social class, lower-middle social class, and low social class. The following figure shows the distribution of the sample on the aggregate score of (Q1a + Q1b + ... + Q1k) and, also, shows the four social class categories.
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Figure (1) As can be seen from Table ( 2) and Figure 1 , 168 respondent (i.e., 19.9%) have scored > M + σ on the aggregate score of the eleven variables. Those respondents could be considered of high social class category. On the other hand, 172 respondent (i.e., 20.4%) have scored < M -σ on the aggregate score, hence, those respondents could be classified into low social class category. The rest of the sample (i.e., 504 respondent) could be classified as, 250 respondent of upper-middle social class category and 254 respondent of lower-middle social class category.
Respondents' frequencies regarding brand-name loyalty:
To examine respondents' brand-name loyalty, three statements, i.e., Q2a, Q2b and Q2c were used. The three statements were used to double check on respondents' answers and get more reliable information. Table ( 3) shows the results. Table ( 3) shows that the majority of respondents would strongly rebuy the brandname they bought before or buy a similar brand-name with mean values of 3.68 and 3.30 consecutively. However, this was not the case when adventuring for new brandnames with a mean value of 2.73. This purchase strategy of Jordanians could be explained through the following: a. Jordanians who belong to high and upper-middle social class categories would stick to certain brand-names to be perceived as prestigious and to be seen as different from other Jordanians who belong to other social class categories.
b. Jordanians who belong to lower-middle and low social class categories earn less income than other Jordanians who belong to high and upper-middle social class categories and, therefore, they stick to certain brand-names as a risk ( * ) reduction method.
Respondents' social class categories and brand-name loyalty
To examine if there was any significant difference between Jordanians who belong to high, upper-middle, lower-middle, and low social classes and brand-name loyalty, the following statistical procedures were conducted. These procedures were also used to test the study hypothesis.
As mentioned earlier, three statements ( * * ) (i.e., Q2a, Q2b and Q2c) were used to investigate respondents' brand-name loyalty. For the purpose of combining these three statements, reliability analysis was carried out and the results gave encouraging results (Cronbach Alpha = .78 > .65 suggested by Nunnally, 1978 and others) . As a result, the three statements (i.e., Q2a, Q2b and Q2c) were used combined together and a (+) T-test was conducted to find out the following (with respect to brand-name loyalty) a. If there is a significant difference between the means of high and upper-middle social class respondents.
b. If there is a significant difference between the means of high and lower-middle social class respondents. c. If there is a significant difference between the means of high and low social class respondents.
d. If there is a significant difference between the means of low and upper-middle social class respondents.
e. If there is a significant difference between the means of low and lower-middle social class respondents. The statistical results shown in Table 4 can be summarized as follow:
a. There is no significant difference between the means of high social class and uppermiddle social class respondents, regarding brand-name loyalty. This suggests that respondents of upper-middle social class category have a high level of brand-name loyalty, which explains the insignificant difference between this social class category and high social class category.
b. Respondents of high social class have a higher level of significant difference than respondents of lower-middle social class, regarding brand-name loyalty at the 0. 0 1 level. This significant difference could be related to the fact that, high social class individuals, in Jordan and elsewhere, earn a significantly higher level of income than individuals of other social classes, hence, individuals of this social category tend to buy well-known brand-names.
c. Respondents of high social class category have a significantly higher level of brandname loyalty than respondents of low social class category at the 0.01 level.
d. The results show that respondents of upper-middle social class category have a significantly higher level of brand-name loyalty than respondents of low social class category at the 0.01 level.
e. No significant difference was found between the means of low and lower-middle social class categories, regarding brand-name loyalty.
The reasons that could be used to explain the significant differences between the different social class categories, are:
1. Respondents of high social class category in Jordan have better financial capabilities than respondents of other social class categories. This privilege may have made them loyal to brand-names that they feel more comfortable with, even if psychologically, than other brand-names.
2. The insignificant difference between high and upper-middle social classes could be explained through the tendency amongst large segment of Jordanians to show themselves as high social class members. Hence, imitation of high social class individuals may have made upper-middle social class members become loyal to certain brand name(s).
The study hypotheses (i.e., H2, H3 and H4 ) were accepted at the level of 0.01. On the other hand, the other hypotheses ( i.e., H1, and H5 ) were rejected.
Based on the above analyses, it can be added that low social class members in Jordan are, generally, poor which means that their main concern is the price of the product and not the brand-name. Moreover, the influence of social class members on each other should not be underestimated. This influence may determine the quality and the brand-name of the product to be bought. This is true as the social norms and ties in Jordan make all members of any social class very close.
3. Low and lower-middle social classes have less financial capabilities than high and upper-middle social classes. To reduce the level of financial risks associated with buying a brand-name(s), they (low and lower-middle social classes) may search for the wearing apparel that could serve their needs without sticking to a particular brand-name(s), and without causing any financial burden on their budgets.
Conclusions and Recommendations
The influence of social class members on each other has long been realized by marketers and researchers. Customers often buy products similar to what their social class and business associates own, hence, it is important to study the type of the membership in any social class. For consumer goods, buyers are sometimes grouped into social classes based on occupation, source of income, type of housing, residence location and other activities. It is important to remember that, social class membership often determines when people buy and what they buy.
The findings of this study suggest that, high and upper-middle social class members are loyal to certain brand-names that could serve and maintain the psychological and social prestige that they hold of themselves. On the contrary, lowermiddle and low social classes in Jordan make less money and, therefore, the price of the product is more important to them than the brand-name. These social classes are usually poor and satisfying their needs is the main issue regardless of the brand-name.
The strong social norms and ties in Jordan make social classes have strong influence on their members. It can safely be said that social classes may determine the type and quality of products that a member person can buy and use. Shopping patterns and the type of stores visited can also be affected by social classes. If someone examines advertising messages worldwide, the general conclusion will be that many of these messages are based on an appeal to a specific social class.
The concepts of social classes and brand-name loyalty have proved useful in many areas of promotion and marketing, therefore, they deserve an important place in studies of consumer behavior especially in developing countries, such as Jordan, as this subject is widely neglected. Jordanian manufacturers of the wearing apparel and their marketers need to have clear understanding of these two concepts and other concepts of consumer behavior. Marketers of those manufacturers need to understand the structure of social classes and their consumption styles before they can think of satisfying consumers' needs and wants. This will make their job a lot easier and their level of competition will be enhanced.
In there marketing activities, Jordanian manufacturers of the wearing apparel could make good use of the concepts of social class and brand-name loyalty. This could be done by stimulating a product's awareness and interest by creating an information environment where the psychological influence and the social prestige of the product is promoted. For example, employing well known persons to create favourable personal communication to promote a product's social prestige and to act as intermediaries in their areas could help in ensuring awareness and creating the desirability of the purchase. This is vital since the psychological influence and the social prestige exert an important impact on Jordanians' ( high and upper-middle social classes ) purchase decisions of the wearing apparel, as well as creating a state of confidence in their minds. Employing well-known persons to promote the psychological influence and the social prestige is not limited to personal communication. Those manufacturers should use other sources of information (e.g., TV advertising, showrooms, magazines, leaflets,..., etc.). This procedure should help in spreading the social prestige of the wearing apparel which, in turn, would improve the sales volume and obtain more rapid positive information diffusion about a particular product.
This study did not answer questions as to how these social class categories could be used in developing proper marketing strategies? What should be done to make the current ones more effective? And how the different income levels could affect the different social class categories regarding brand-name loyalty? In addition, this study did not investigate social class categories and brand-name loyalty with regard to sex. These issues are left for future research.
Questionnaire
Wherever appropriate, please, answer the following questions with regard to the wearing apparel. 
